Abstract. The paper is devoted to the substantiation of the approach to diagnosing the comfort of the urban environment from the position of the city marketing theory, namely, based on the management and commodity concept. The latter is characterized by the obligatory consideration of interests and their interconnection of all stakeholders -residents, authorities, business community, etc., and also the focus on solving both tactical and strategic tasks of the city development. An overview of the main approaches and methods for studying the comfort of the urban environment is presented. The comfort of the urban environment determines the level of urban development as a whole. Therefore, it is necessary to treat this concept as a system-forming, and not a particular one, in contrast to the position of many authors. The basis of the proposed approach is a system of criteria that collectively reflect the functional, social and psychological requirements of citizens to the comfort of their living environment.
Introduction
Providing a comfortable living environment is one of the priority goals of urban marketing. Specialists came to this conclusion long enough. So, in 2008 D. Vizgalov called marketing of the city the main tool for urban development and at the same time pointed to a comfortable living environment as one of the two main factors of this development, along with favorable conditions for economic activity [1, p. 22] .
For the purpose of considering the comfort of the living environment from the standpoint of the concept of city marketing, it is necessary to clarify that now it is possible to talk about formation of the three approaches to the interpretation of marketing of territories, in particular to marketing of the city [2] . The first approach is subjective, or competitive, according to which the city is a subject located in competitive surroundings of the same subjects-cities. It is understood that cities compete with each other for all possible types of resources, first of all for investments and talented specialists for the most important spheres of activity. The main goal of marketing with this approach is a comprehensive increase in the competitiveness of the city.
In accordance with the second, the commodity, approach, the city is treated as a commodity that represents a certain value for current and potential consumers. Here the main goal is to get maximum benefit by the "sellers" of the city by fully meeting the needs of all "buyers".
Within the third approach, marketing is defined as an urban management tool. This approach can be called managerial. Among its features, first, the focus on the interest of all subjects (authorities, business, and local communities) in the development of the city can be identified. At the same time, all of them should conduct their activities on the principles of marketing. Secondly, none of the subjects can realize its interests without taking into account the interests of other entities. Thirdly, the present approach is applicable both to the solution of current urban problems, and to meet the challenges of prospective urban development. The result of marketing in this case is to increase the attractiveness of the city for: − business -through improving the investment climate; − visitors -through tourist attraction; − residents -through the comfort of the living environment in the city.
In the period from 2006 to 2014-2015, some Russian experts have attempted to identify indicators (criteria) for the comfort of living. D. Vizgalov characterizes the living environment of the residents as comfortable in three aspects: spatial, psychological, and ecological [1, p. 22] . Other authors have directed efforts to form a set of new criteria for assessing comfort. In this case, the need to improve the comfort of the urban environment is often only declared. How to do it remains a problem, since only general recommendations were given and initial guidelines for further development of the problem defined.
We believe that, before taking actions related to the planning and development of directions for improving / developing the comfort of the living environment, it is advisable to assess the initial, basic level of the comfort. In other words, it is necessary to conduct its diagnostics and, on the basis of the data obtained, determine the directions and develop measures to further improve the comfort.
Materials and methods
Understanding the need to diagnose the level of comfort of the living environment marks a transition to a modern stage of consideration. In recent years, namely, from the second half of the 2010s, interest in assessing the comfort of the urban environment has increased, as evidenced by the conducted applied research.
So, A. Bagirova and co-authors proposed a methodology of a complex estimation of micro-districts of the city based on the opinions of residents and evaluation of their satisfaction with the living conditions in their areas [3] . We believe it is highly valuable that the research is based on the principle of obtaining the initial information from the users of the urban environment -the residents. At the same time, we do not agree with the interpretation of comfort in the living environment as a secondary indicator in the system of criteria for calculating the rating of the territory. This is a consequence of the goals of the researchers, namely, to receive ratings of individual areas of the city that means their comparative study. We consider the main issue to obtain information about the initial, basic conditions of the comfort environment in general, in order to further develop guidelines for development / improvement of comfort of the urban environment.
Another example is in 2017, under the aegis of the Ministry of Construction of Russia, the index of quality of the urban environment was developed [4] . It is difficult to recognize it as successful, because the proposed methodology, in our opinion, suffers from incorrectness, and the conclusions are rather an explanation of why the inhabitants of small towns leave for megacities, and from megacities -beyond Russia. We believe that the purpose of such developments should be to obtain data to achieve the main goal of marketing the city: to make sure that residents do not leave their cities! In the methodology, the same terms (security, comfort, environmental, identity and diversity, the modernity of the environment) are used in different sets of indicators, while their semantic meaning from the set to the set is radically different. For example, comfort in the group of indicators 1 "Housing and adjacent spaces" is interpreted as "the share of housing stock provided with the centralized services of heat, water, electricity, water disposal, %", and in the group 2 "Landscaping and water spaces" -as "accessibility parks or arrangement of the natural landscape, %". Further, the estimation of the individual indexes is made according to the state statistics (without involvement of the municipal!), the Ministry of Internal Affairs of Russia, according to the results of technical observations (GLONASS and so on), etc. At the same time, there are no assessments from the cities' residents, the business community and other groups of users of the urban environment. In addition, the comfort of the living environment is presented as only a particular indicator.
An interesting experience is the study of the comfort of living by the example of Russian mono-towns [5] . The fact that comfort is considered as one of the main factors of urban development can be attributed as merits of this study. Based on this assumption, a system of particular evaluation criteria is formed. The assessment itself is based on the results of a survey of citizens. This ensures the implementation of an important feedback principle. At the same time, we do not agree, firstly, with the fact that the comfort criteria system consists of only six enlarged indicators: economic attractiveness, affordability of housing, accessibility of social services, energy saving, natural environment, cultural and recreational activities.
Each of the indicators requires, in our opinion, detailing, especially since such a small object as a mono-city is being investigated. Working with these indicators, one can get only a generalized assessment of the comfort of the environment, missing many interesting and important details, and the assessments and conclusions themselves will be less meaningful and useful. As a consequence, the usefulness of recommendations for improving / developing the comfort of the city is diminishing. Secondly, the tasks to compare the level of comfort in a mono-town with the average level in the region are incomprehensible for researchers.
A review of Russian publications has shown that many authors consider comfort as a particular criterion of the quality of the urban environment. We insist that comfort is a system-forming concept, which should be studied using a set of concrete criteria. At the same time, it is important to observe the principle of a feedback, because only according to the results of surveys of the residents themselves the adequate estimates of the initial state of comfort of the environment can be obtained.
Results
The development of the approach to diagnosing the comfort of the urban environment from the positions of the city marketing management concept has been carried out in the following sequence:
1. Based on the generalization of domestic experience in the development of sets of criteria [3; 5; 6; 7; 8; 9; 10; 11; 12; 13; 14, 15, 16, 17] , the enlarged criteria, sufficiently fully and consistently reflecting in the aggregate the state of comfort of the urban environment have been developed, such as:
A. The state of the city economy (socio-economic position); B. Availability of work / education (jobs / places in educational institutions); C. Accessibility of housing; D. Quality and accessibility of goods and social and commercial services to the residents; E. Degree of infrastructure development in a broad sense (business, social, transport, communications); F. Security (including the social climate in the city);
G. The state of the natural environment (ecology); H. Conditions for cultural activities / recreation / creative activities of the residents. 2. A system of criteria clarifying the content of the points from A to H has been developed. The system reflects the following requirements to the comfort of the city environment [15] : -Functional -these are direct requirements to the qualities, characteristics and ways of consumption and use; -Social -these are the requirements mediated by the influence of the environment, in which the consumer is located. These can be different social strata to which it belongs or aspire to belong; -Psychological -these are requirements mediated by the mood and emotions, which the product has to generate in order to provide a person with a stable state of mind.
These requirements are justified by the provisions of the managerial and commodity concepts of city marketing theory, according to which the city is treated as a commodity, and people (residents) as consumers. Consumers present requirements, specified above, to the city-commodity.
3. Intervals for assessment of each of the criteria are defined. Functional requirements to the comfort of environment reflecting general conditions of living in the cities are specified with the following set of criteria.
1. General assessment of the living standards in the city. The intervals are: 
−
The housing stock in the city is mostly dilapidated / emergency; − The housing stock is mostly new / in a normal standing. 9. The quality of the communal services (provision of heat, water and electricity, and sewerage). Intervals: 
It is impossible to do anything without bribes; − "All are fair" / "everything is transparent". 24. Development of the shadow business in the city. Intervals:
All business is in the shadow; − All business is "white". 25. The degree of development of the "green" technologies / "green" companies in the city. Intervals:
The residents of the city do not know what it is; − Most of the companies that work in the city are "green" companies. 26. Remuneration of workers for offers, innovations and know-how in the workplaces. Intervals:
There is no remuneration; − There is remuneration. 27. Working conditions for the people of "free" professions ("creative class") in the city. Intervals:
− There are no such people; − People of "free" professions can always find engagements. The functional requirements to the comfort of environment reflecting conditions for rest and creative activities in the cities are represented with the following set of criteria:
1. The presence of theaters, cinema theaters and concert halls in the city/ Intervals: − There are no such institutions in the city; − There are all kinds of theaters / cinema theaters / concert halls in the city. 
There is no amusement park in the city; − There is at least one amusement park in the city, and price for a visit is moderate. 18. Availability and conditions of the forest park areas. Intervals:
There are no forest park areas in the city; − There are forest park areas in the city. 19. Attitude to the change of the natural environment. Intervals:
The urban space worsens the environment; − The urban space harmonically "fits" into the natural landscape. 20. Availability / accessibility "the week-end program" for the residents. Intervals: − Residents spend week-ends at home; − There is a lot of different cultural, entertainment, sport and other events in the city during the week-ends.
Social and psychological demands of the city residents for the comfortable living environment are revealed in a similar way. Complex satisfaction of these demands gives, in the end, the residents a sense of comfort of their living environment.
Conclusion
The proposed approach to diagnosing the comfort of the urban living environment is characterized by the following: 1) the comfort of the environment that is not a particular indicator, but a backbone one, which determines the level (degree) of the urban development as a whole;
2) the diagnostics is based on the data obtained through a survey of residents, therefore, using the principle of feedback;
3) the suggested approach takes into account and details the experience of domestic studies; 4) the approach is based on the provisions of the managerial and commodity concepts of the city marketing theory.
